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To Find A Competitive Edge, 
Investors Need Be Right When Everyone Else Is Wrong. 
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The First 
Impression 
Rose

Main mofit: rose
Secondary motif: dollar signs





Is It Better To Leave A Strong Impression Early On, Or 
Wait Until The Last Minute To Make A Move? 

First Impression Rose The Bachelor ”Steal”



The Bachelor Puts On A Show, But It’s A Forgone 
Conclusion. Whoever Gets The First Rose Usually Goes To 
The Finale. 



86% 3

Percentage of B2B Buyers 
that start with a “Day One” 

list of brandsin mind

Average number of 
brands in B2B Buyers
“Day One” List 

92%

Percentage of B2B Buyers 
that purchase from 
their “Day One” List 

Sources: Productiv, Google/Bain, B2B Discovery to Devotion Study

B2B Buying Decisions Are Foregone Conclusions Too.
Most Buyers Choose A Brand From Their ‘Day 1 List.’



“In Market” Buyers
Current Cash Flows

5%

“Out Market” Buyers
Future Cash Flows

95%

$ $ $ $$$$

Time

And If They Don’t Know You Before Day 1, It’s Already Too 
Late. Build Your Brand Among The 95% Long Before They 
Buy.

$



2021 ‘Curiosity Forever’ Campaign

Bold Creative Isn’t A Risk – The Risk Is Not Making The Day 1 
List.
Make A Strong First Impression With Attentive, Branded Ads.

2024 ‘Drowning In Data’ Campaign



The First Impression Rose

In love and in business, 
the rules are the same. 

If you’re not an early favorite, 
you’re out of the game. 

In Summary: 

Å Do customers choose the brands they 
love? Or do they love the brands they 
choose? 

Deep Thoughts



Main mofit: TV
Secondary motif: bar charts

Memory 
Mix 
Modeling





CLICK HERE AND ACT NOW

And fill out an incredibly long form

of CEOs agree that 
our bubbly brown 
beverage solves 
their thirst problem!!

89%

When It Comes To Measurement Models, B2B Marketers 
Choose “Clickability” Over “Memorability.” 

Which Ad Is More Likely To Get More Clicks?



But Clicks Are The Wrong Metric. 
You Can Get A Click Without Making A Memory. 

No Strong Correlations Emerge Between CTR and Any of the Nielsen BrandEffect Metrics

Ad Recall Brand Awareness Purchase Intent

Source: Nielson BrandEffect meta – analysis of 478 online global campaigns that ran between Oct 2014 – April 2015
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Attention vs. Reach by Creative

Example From Data Science Category In U.S.

Invest In High Attention Ads

Divest From Low Attention AdsA
tt
e

n
ti
o

n

Attention Is The Right Metric. Attention Helps Build 
Memories.
And Now We Can Measure Attention Using Dwell Time.

Reach defined as >0 impressions in time frame.Attention defined as total time spent with ad indexed against peer set. 2022-02-01 through 2023-02-28. 



*Similar to metric to our LinkedIn Dwell time analysis. MRC standard: 50% of ad pixels in view.

Ad
On-screen for

12.3s*

Buyer 
pays attention

3.7s

Buyer 
switches focus

2.4x

Attention Isn’t Straightforward – It’s Fleeting And Fragmented.
But Even Passive Attention Can Generate Big Results. 

Source: LinkedIn’s B2Bi & MediaScience B2B Creative 
Effectiveness Study, Feb-April 2023, April-May 2024, N=770, 
Geo: US 



LinkedIn Video = Active Attention
Goal: Build Memories

LinkedIn Static = Passive Attention
Goal: Maintain Memories

Because When It Comes To Memory Generation, 
Marketers Need To Both Build And Maintain Memories. 



Just Like Different Channels Serve Different Media Objectives,
Different Formats Serve Different Memory Objectives.

Media Mix Modeling Memory Mix Modeling

Radio SocialMedia Catalog

TV PhysicalLocation Website

Email DirectMail PaidSearch

SingleImageAds DocumentAds Video Ads

CarouselAds EventAds ThoughtLeader
Ads

ConnectedTV Ads Click-to-messageAds

Design icons and text from the images onto the slide



Memory Mix Modeling 

Just Like Different Channels Serve 
Different Media Objectives,

Different Formats Serve Different 
Memory Objectives.

In Summary: 

Å Do customers remember what they pay 
attention to do they pay attention to 
what they already remember? 

Deep Thoughts



Main mofit: ocean wave
Secondary motif: life preservers

The Sea Of 
Sameness





Which Of These Logos Do You Notice First?
In Social Science, We Call This The “Van Restorff Effect”…



1) IBM

2) Dell

3) Microsoft Azure

4) Digital Ocean

5) Qumulo

Can You Match Each Cloud Brand To Its Color? 
 

A

B

C

D

E



Dell color Dell Advertising
Digital Ocean
Advertising

Brand Attribution 5% 2% 7%

Misattribution 25% 23% 22%

Microsoft 10%
Amazon 3%
IBM 3%

Microsoft 11%
Amazon 4%
IBM 3%

Amazon 7%
Microsoft 3%

Financial Services Category

In B2B, Brands Are Drowning In A Sea Of Sameness. 
Our Ads, Websites, And Products All Look The Same.

Cloud Category

Source: Distinctive BAT Research in partnership with the B2B Institute, 2022



53%
Ad Recognition

1. Do you remember seeing this specific 
ad? 

2. What brand was this ad promoting? 
__________________

36%
Correct BrandIdentification

53% x 36% = 19% 
Average ad is both noticed and correctly branded

81% Of B2B Ads Are Drowning In The Sea Of Sameness.



Brand Logo
Logo 

Greyscale
Color

Brand Marks
or Characters

Advertising Tagline
Website/

Dashboard

AWS
New creative X2, with 

smile and without smile

Cloudflare

Microsoft Azure

Dell
The power
to do more

Oracle

Digital Ocean

HPE

Qumulo

There Are Many Life Preservers At A Marketer’s Disposal.
Stay Afloat By Investing In Distinctive Assets. 

Source: Distinctive BAT Cloud Research in partnership with the B2B Institute, 2022-2023



And Take Advantage Of The Most Overlooked Asset:
Characters. They Can Be Animations Or Spokespeople…

15%
21%

Salesforce without Astro Salesforce WITH Astro

+6%

Characters Drive Brand Attribution Lift

Source: Distinctive BAT CRM Research in partnership with the B2B Institute, 2022-2023



“When presented with the opportunity to 
trial Thought Leadership Ads, we 
immediately agreed… One of our executives 
was delighted to wake up to more than 500 
notifications on the first day!”

Barkha Patel
Senior Vice President, Communications, Asia Pacific Mastercard

Or Your Own Execs And Employees.
Use Thought Leaders As Characters To Stand Out.



Sea of Sameness

81% Of Ads Are Drowning In The 
Sea of Sameness 

Distinctive Brand Assets
 Keep Brands Afloat

In Summary: 

Å Why does the Sea of Sameness plague 
B2B specifically? 

Deep Thoughts



The 
Search For 
Similarities





Apis pubescens, thorace 
subgriseo, abdomine fusco, 
pedibus posticus glabis, 
untrinque margine ciliatus

Once Upon A Time, Scientists Had 100s Of Names For 
Bees. 
Their Segmentation System Was Too Complex To Work. 





The boxes on the right showcase how the ad appeals to a wide range of law firm types. 
Please use text and icons to visualize this more nicely.

We Need To Search For Similarities, Not Differences.
Design Big Messages For Big Segments. 

Big Law Firms

Solo Practitioners

In-House Legal Teams

Boutique Firms



The Search for Similarities

B2B marketers must search for 
similarities. 

Category Entry Points are the 
strategic similarities across 

category buyers. 

In Summary: 

Å If everyone is messaging around 
the same common problems, how 
do brands differentiate 
themselves and drive innovation? 

Question to Ponder



Circles Of 
Doom

Main mofit: rose
Secondary motif: dollar signs





Imagine Two Circles: 
The Circle Of Marketing + The Circle Of Sales.

The Circle of 
Marketing

Contains Every Buyer 
Reached By Your 

Marketing Activities

The Circle of Sales

Contains Every Buyer 
Reached By Your 
Sales Activities



Everyone Talks About Marketing And Sales Alignment.
We’re More Interested In Overlap. Overlap Should Be 100%.

Marketing

Marketing:
Reaches Current 

+ 
Future Buyers

Sales:
Reaches 

Current Buyers



But Today, Marketing And Sales Rarely Overlap.
Each Department Talks To Different Buyers.

10% Average Overlap

Marketing:
Reaches Current 

+ 
Future Buyers

Sales:
Reaches 

Current Buyers

Source: LinkedIn Internal data Q2 2024 (April-June 2024) with overlap defined as marketing reach within 30 days prior to sales reach. N = 4,378 companies meeting minimum 
thresholds across Technology, Professional Services, Manufacturing, Financial Services, and Education. Brand defined as campaigns with objectives of brand awareness, engagement, 
or video views.



And Even Within Marketing Departments, 
Brand And Demand Marketers Rarely Overlap.

6% Average Alignment

Demand Marketing:
Reaches 

Current Buyers

Brand 
Marketing:
Reaches 

Current + Future 
Buyers

Source: LinkedIn Internal data Q2 2024 (April-June 2024) with overlap defined as marketing reach within 30 days prior to sales reach. N = 4,378 companies meeting minimum 
thresholds across Technology, Professional Services, Manufacturing, Financial Services, and Education. Brand defined as campaigns with objectives of brand awareness, engagement, 
or video views.



Turn Your Circles Of Doom Into Circles Of Boom.
Cast A Wide Net With Your Brand Ads To Drive Sales Lift.

4.38%

8.32%

0%

2%

4%

6%

8%

10%

Cold Warm

Lead-Gen Completion Rate

90%

Marketing Outcomes
Strong brands have fatter pipelines.

4.44%

6.02%

0%

1%

2%

3%

4%

5%

6%

7%

Cold Members Warm Members

InMail Acceptance Rate

36%

Sales Outcomes
Strong brands open doors for sellers.

19.20%

37.60%

0%

5%

10%

15%

20%

25%

30%

35%

40%

Cold Members Warm Members

Recruiter Response Rate

Hiring Outcomes
Strong brands attract top talent.

95%



Circles Of Doom

Marketing And Sales Must Have 
More Than A Shared Audience

…
They Need A Shared Strategy

In Summary: 

Å What’s the secret to partnering with 
Sales? What compromises are 
necessary? What does NOT work?

 

Discussion Questions







The Rabbit Duck Optical Illusion Illustrates 
How Easy It Is To Get Trapped In A Single Perception.



Hidden Buyers:
Process experts whose 

job is to mitigate risk

Most B2B Marketers Today Only See Target Buyers.
But Hidden Buyers Have Half The Decision-Making 
Influence.

49%
Target Buyers:
Technical experts with 
domain-specific knowledge

51%

Please help us bring this information together more cleanly. We’d like the circle chart designed on the slide with 
the legend, and then the word clouds demonstrate the types of titles that hidden buyers vs. target buyers hold. 

Sources: LinkedIn and Bain 2024 study, N=515 across 16 industries;  distribution of purchase-decision influence between Target and Hidden buyer functions.





Brands That Survive The Hidden Buyer Gap Have A Noteworthy 
Feature:
Awareness Among Almost 100% Of The Buyer Group At The Start.

Chart title: Buying Committees That 
Successfully Make A Purchase
Å On the left: use separated version of 

the circle chart from slide 38
Å Stat in center: 4%
Å Text below: ”Only the recommending 
function knew the brand.”

Å - Highlight target buyers portion of 
circle in green

Å - Duplicate this build and shift it to 
the right side of the slide. Have the 
left side image shade to grey

Å - Use animation to close the circle
Å Stat in center: 81%
Å Text below: Almost everyone knew 
the brand at the start.”

Å Highlight full circle in green

Sources: LinkedIn and Bain 2024 study, N=515 across 16 industries;  distribution of purchase-decision influence between Target and Hidden buyer functions.

Buying Committees That Successfully Make A Purchase

DONE.
On the left chart, change the animation so that the red bar stays red, but 
the grey bar turns green.

“Almost everyone knew
the brand at the start.”

“Only the recommending 
function knew the brand ...”

4% Target Buyers Target Buyers81%Hidden Buyers Hidden Buyers



The Hidden Buyer Gap

To close the Hidden Buyer Gap, B2B 
marketers need to see the full picture

In Summary: 

ÅWhat brand signals are you currently 
creating that would give hidden buyers 
the confidence to approve purchases?

Question to Ponder





Follow The 
B2B Institute

H2 2022



Connect With Me!

Ty Heath

Director & Cofounder,
The B2B Institute





Thank you!
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